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Peattie (1999) proposed that there is no such thing as a truly ‘green consumer.’ Despite 
engaging in some green consumption practices, all consumers demonstrate “at least some 
element of ‘grey’ consumption in product sectors where green alternatives clearly exist” 
(McDonald et al., 2012, p. 452). With apparel, grey consumption, may result from fashion’s role 
in identity construction (Joy et al., 2012). Especially for the highly fashion conscious, their desire 
to acquire new fashions is often in direct opposition with the desire to limit consumption (Joy, 
2015; McNeill & Moore, 2015), leading them to compartmentalize their sustainability concerns 
and fashion purchase and disposal habits (Joy et al., 2012). This exploratory study utilized a 
holistic approach to identifying apparel consumer typologies within the totality of their consumer 
purchases (i.e., apparel, non-apparel) and behaviors (e.g., sustainable, unsustainable), proposing 
that each consumer segment has the potential to adopt more sustainable consumption behaviors. 
The findings on apparel consumption typologies provide the basis for sustainable companies to 
understand and target different types of consumers.   
The survey instrument was an online questionnaire consisting of eight demographic 
questions and 103 closed-ended interrogative questions on a 7-point Likert scale. Items were 
adapted from existing scales in order to measure consumers’ motivational drivers of apparel 
consumption (e.g., trend, price; Lichtenstein, Ridgway, & Netemeyer, 1993), socially responsible 
apparel purchase and disposal (Webb, Mohr, & Harris, 2008), orientation to slow fashion (Jung 
& Jin, 2014; 2016), and overconsumption avoidance behaviors (Kim, Choo, & Yoon, 2013). 
Data were collected from a convenience sample of retailing students at two U.S. universities, 
yielding 405 usable responses. The sample was 85 percent female (n = 344); the majority was 
Caucasian (82%) followed by African-American (8.9%). Sixty-three percent (n = 255) reported 
that they shop for apparel more than three times per month. 
Exploratory factor analysis (EFA) was employed to examine the basic structure of the 
measures. Reliability was examined through EFA and the calculation of Cronbach’s alpha 
coefficients (above .60). The EFA identified four dimensions for apparel consumption behavior: 
overconsumption, mindful consumption, swapping, and careless disposal. Factor loadings for 
each item ranged from 0.66 to 0.82. Cluster analysis was then used to group respondents into 
four unique segments based on the apparel consumption variables. Although hierarchical 
clustering methods were popular in the past, it is now recommended to use a combination of 
hierarchical and nonhierarchical cluster methods (Bloch et al., 1994; Hair et al., 2010; Reynolds 
et al., 2002). Factor respondents were clustered based on factor scores using Ward’s method 
(Jamal et al., 2006; Reynolds et al., 2002). Then, a K-means clustering procedure was conducted 
to obtain the final clusters with the initial seeds provided by the hierarchical analysis solution. 
Results indicated that there are four distinct clusters (p <0.001) that show significant differences 
in shopping store preference (e.g., fast fashion, high-end, consignment stores), environmentally 
conscious consumption knowledge, trend consciousness and price consciousness (p < 0.001).  
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 Cluster 1 (Mindful Shoppers), 30% of the sample (n= 122), was distinguished from 
other segments by its higher ratings on mindful consumption items (e.g., I consider how long an 
item of clothing will last before purchasing it, I am mindful about the quantity of clothing I 
purchase). In the context of the ‘greening’ apparel consumer, mindful shoppers are the greenest 
cluster and are most highly oriented toward slow fashion as they are building a wardrobe shaped 
by their personal style, rather than current fashion trends (McDonald et al., 2012). This group 
suggested that they do not purchase larger quantities of clothing than their friends do and do not 
think they have too many clothes. They showed less interest in apparel swapping, perhaps 
because they form emotional attachments to their clothes and since the timeless nature of their 
purchases allows them to keep items longer (Cho et al., 2015). This cluster may be a viable target 
for “born sustainable” apparel companies (e.g., Everlane). Because the “long-term change, such 
as that needed for sustainability, arises through the linked actions of organizations and 
consumers,” this cluster also has the potential to serve as opinion leaders by elevating the 
sustainability discourse in consumer society (Hopkinson & Cronin, 2015, p. 30). However, a 
challenge exists as mindful shoppers did not identify as fashion influencers or as regularly 
sharing fashion information with others. 
Cluster 2 (Apparel Hoarders), 25% of the respondents (n=102), was distinguished by 
higher ratings in overconsumption items than other segments (e.g., I buy larger quantities of 
clothing than my friends, I have too many clothes). These consumers are very conscious of 
fashion trends and indicated their preference for shopping at fast fashion stores. This group is 
less likely to donate their used clothing, likely due to fast fashion’s low quality. Interestingly, 
these consumers do not throw their clothes away either. Ruppert-Stroescu et al. (2015) found that 
trend conscious consumers’ need for novelty and change can often be satisfied by creative 
alternatives to consumption (e.g., re-designing old clothes). Apparel hoarders may be receptive 
to marketing on the ‘refashioning’ trend (e.g., Refashion Nation, New Dress a Day) and the 
online communities in which ‘re-fashionistas’ show off their creations. This would also expose 
apparel hoarders to the sustainable consumption messaging that underpins these platforms.  
Cluster 3 (Haters), 28.6% (n=116), gave both the mindful consumption factor and the 
overconsumption factor the lowest rating. Haters are not necessarily mindful of the items they 
purchase; they do not make regular apparel purchases and are not prone to overconsumption 
behaviors. Haters’ level of knowledge about the environmental impact of apparel consumption 
was significantly lower than other groups. Since this group does not follow fashion trends, it is 
likely that their personal style drives their apparel purchase decisions (McDonald et al., 2012). 
Deeper exploration of haters’ relationship with sustainable apparel consumption is needed, but 
this group may benefit from education-oriented marketing messages that highlight the negative 
social and environmental impact of the fashion industry. These messages may prompt haters to 
consider brands’ sustainability initiatives, or lack thereof, when they do make purchases.  
Cluster 4 (Swappers), 16% of the sample (n=65), scored high on apparel swapping (e.g., I 
swap clothing with friends and family members, I have attended a clothing swap event). They 
prefer to shop at consignment or thrift stores, and interestingly, value their time and effort more 
than price when they shop. These findings suggest that swappers are seeking great ‘finds’ when 
they shop and are not satisfied when they spend time searching secondhand stores without 
finding desirable items (Watson & Yan, 2013). Swappers’ time sensitivity and price insensitivity 
makes them poised for targeting by online, upmarket secondhand companies (e.g., The Real 
Real, Poshmark) as these platforms make it easy for customers to consign their used clothing. In 
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addition, these companies’ well-organized websites and daily updated merchandise will likely 
appeal to swappers.   
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